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Abstract 
    Consumers’ perception, judgments and choices of one product is a complex 
psychological decision-making process, which will be affected by many consumption 
scenarios. In recent years, many researchers in the field of consumer psychology have 
found that consumers' perception of high or low is a very typical scenario factor that 
affects their decision-making. Based on the theory of grounded cognition and 
processing fluency, previous studies have explored the impact of the "height" factor on 
consumers’ product evaluation. However, the explanation of the underlying mechanism 
behind this phenomenon is still inadequate. 
    The purpose of this study is to explore the interaction between the product 
attributes and the physical height of the product to the product evaluation and purchase 
intention, meanwhile, analyzing the mechanism behind it. Across three experiments, 
we hope to demonstrate the existence of processing fluency and conceptual metaphor, 
and to explore in different circumstances, what mechanism makes more contribution to 
consumer decision-making. 
    This study first proves that when the product attributes and product height match 
(such as high-level products placed in a higher position), relative to the case of 
mismatched, the consumers’ product evaluation and purchase intention will be 
significantly higher than no-match group. Subsequently, we extended the product 
category to a more abstract level, from material products to immaterial service products, 
in order to verify the existence of this effect. Finally, the internal mechanism of this 
phenomenon is analyzed to confirm the existence of two mechanisms: process fluency 
and conceptual metaphor. It is further suggested that when the two mechanisms are in 
conflict with each other, which one play a greater role to the product Evaluation and 
purchase intention. 
    The study found that the impact of these two factors is influenced by the product 
attributes. In the case of low-end product process fluency is more influential. 
Meanwhilethis study maintain that when the product is a physical product, the product 
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itself play a more central role in product evaluation and purchase intention , however 
when the product is a virtual character on behalf of an abstract service products, the 
role of product position is more prominent. 
 
Key words: processing fluency; conceptual metaphors; product attributes 
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Cˀ·˘ͼƕª>˘˭̅е΋2зƕΚĴǨ΢ɧƸ˘Еč̛̓.Ⱦƭ
Ĵ˭̅И#зƕŠ6ʑά̿̑˘ƧĂ[ȭĚŠͅð˘ɇ¦˘Θȩ#Ƌʁ
Ⱦʕȁ΂ "ɇ¦aˆ­ȟñˢϞ˘、Š6ʑά̿̑˘ƧĂȾ_ß¼
ɅțĚ΋Ŕ:”Ʌς˘ŵƻ:”ʲˀ\̺Š6ʑά̿̑˘97aˆ˘îȨ
ʕȁ΂2ϖ ˼Ē̜aˆ­îñȨă1˼Ē̜ÜǸ˨ȹķ˘aˆIŠɇ
¦uϗ1ɱȁ̅ 
̎5ɅР˭̅˘˭̅¨ʡʲƋ@Б6зɤ”ʰÿ]̋”ʰ.ǙŴ¥΢
ƫ˨˷Tě\ÿǟɆôϸȹз˘ɀ±ɷŁƮƀ
À）,ÿ˷Tě\IØǟɆô
ϸ]˘ɀ±eŁřȓ,C̀ţзƕŠ6:”ΌMÿΩ1ǈñ˘ƧĂȄƎ¥ȹ
°Ǩ΢˘ŰОϗ1ɱʕ˭̅2зƕϖ1Ē̜Š6ʑά̿̑˘ƧĂ̎
ɅР˭̅@е΋2зƕŠ6î:””ʰ̘¤˘ΌM
Ω1ǈñ˘ƧĂaˆ
ϕ̳í̾ͩ°Ÿʋˌƻ
IØɧƸЕč˘Ē̜ǪŴ
$ŝ2Šϖ1ϑ̃˘ɇ¦
˘˭̅ĒɰɅР˭̅Ěˀ·ȭȾ϶Ͷǈ*˘ 
CŔЋƒˆ˘ͼƕɍΘɅР˭̅˘̪ɓŠ6ĈƔŁ_Ŵ˶î̘ģ˘:
”IƟεʑά̿˘ʆ
ȆзϿąЫȾ϶Ͷ˘ö˶aˆϣƅ̀ͿȒ̺Ěз
į˘:”æ͈，6з\˘ÒĒȹŚȫͳʑά̿ˀͽ%з̋ÿз̠̀ Ȓ̺Ě]
į˘:”Śȫͳʑά̿΁%ȭÞƬͷ
ȣ>Ѓʉ˘]Ψ:”[ȭϖ˼ȕɓ
Ƌȭ̬Š˘:”Ʌς˘ŵƻ.ȭͧϿ̿ЙͶ̾ͩ˘ȟОŠ6]̋:”̀Ϳ
\̺Ē̜˘ƧĂTȹ°Ȯͨ̀ Š6з̋:”ɍΘ\̺з]ūT:）Ѐ˘
ƧĂϖ˼ȕƒ.æIŠȆfî̘ģɀ±˘QϗͮŗVȨȆfÖ̾ãĳ
I>ʲa%ɀ±ŗV̜Ɋæ͈TɷIŔʲa%ŗV̜Ɋȹ͈ƟεͳΑ˘、《ÿ
ƹƕÛƒϖ1ʤ.ȭqƯͧϿ̿ĚϗͮͧϿʊ³ȨqƯĴ°ƺ̾ÿ£ˆ˘ 
IţđУĚɅР˭̅ǔʒØ˘ˢțʸØɧƸIȉƚ˭̅˘ˀ·ɠɕ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WV  :KZr 
>JFϹϻÿȨЅĚĈ√ϵЍ˘RĴ:”+#ϟǮ21ɬ:”̀ȭ
EВÌʑά͎̿ς˘、《ÿċŀ̏ʑά̿˘&͸Ē̜+ĳŖ͸Ē̜.Ⱦ
Ƣʥ˘ƧĂaˆϖ8Ŗ͸Ē̜æIƣ̪% ȟО1ȟОȭ:”Ʌς˘ŵƻ
eŁ¯͈ĳ͸”ʰ:ě̏/ã1ȟОhȭĳϯ˘ʻĪĒ̜eŁƎùiϿ
ΧɕȊȒ˃͏ΩʲʻĪ√ǔ˘ϟǮ̏ϖ ˼Ŗ͸Ē̜ɯȭɅР˭̅ЙͶȁ
΂˘ɝƲŚ 
2.1 B 
Ě:”͎ς˘ŵƻ#:”˘”ʰȭʑά̿¢ȝȭòϟǮ:”˘϶Ͷ̥̝
ʑά̿ƅƅȹ°rñ6Ω1˪ï”ʰ˘:”ϖ8˪ï”ʰͳʑά《˪%“ȹȾ
ɉ¸”˘C̀ˢŠ6E”ʰɍΘϖ8Ƣ¸”ʰĚʑά̿Ʋ#Ⱦȹʳɲ˘
\̺Ěž√ͱʼ.ȾȹÇǻS¸˘ž√OЫÿ̎1”ʰȆØʹSundar 
& Noseworthy, 2014, 
”ʰɉ¸Ŕȭ“ɉ­”˘ɧƸĚž√ͧϿХĥ˘ǪŴɉ­ʛ6˷T̛
#ŠʽΫ̂Ⱦέʛ˘Š̀˘ȃ¦ĚƲˀŌ#ɉ­˘œ*ȾƭĴ˼ƒˆ
ɷψƎʄ˘ȭţɉ­œ*%ϣϑȃ¦̷̂έʛɍƧĂ¤>˘͈­ȭ1˼gǻ͎
ż˘ˠ˘ƧĂE>ͮ%˘͈­ǐ̿ʟ­(Keltner, Gruenfeld, & &erson, 2003)ɉ
­˘Ħˮȭ">ǔǾȃ˘έʛōĚɅΨŵ6ɉ­&^ȭɉ­&^Ŗ͸ǭȾ
˘ΤŝMagee, Galinsky, 2008,ĚƎùͧϿХĥ”ʰ˘ɉ¸ͳœ*%1"
ʳœ”ʰĚ͎ż˘”̘#Çǻȹ°$ŝ˘έʛeŁž√͹ɨȄƎέʛ̏
į6ХŢě\˘͈­ǐʟ­Keller, 2003,ͧϿ̿ƅƅæIϣϑƎùʊ³ǐ̿
Ǝùœ\ȸ˶͎ż˘:”ǐ̿”ʰĚž√#˘ě\IβƯʑά̿˘Л˩eŁ
ĚƎù#ŗ͎̀żȭ“cc̿”“Х”ʰ”̏ 
“ɉ­”ƅˢȆƋ·˘ã1"ɧƸȭ“ě\”ě\ȭ">ǐ̼̿^Ě˷T
̛#ͳ¤>Ť϶ÿċʫ˘̃ƕRidgeway & Walker, 1995,˷ T̛#˘ě\
̠̏ȭţ">ǐ̼̿^ǴʩͳŤ϶ÿċʫ˘̃ƕϗͮǿƐ˘̪ɓě\ĚɅΨ
ȭ&͸˘ōͫʧÝ6˷T#Eǎú˘&͸ǈƸ[ȭĚě\̠̏#Š
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61">ǐ̼̿^˘ě\Ìƪƪ͈ĶȾɷψ̄œ˘΍Anderson, Srivastava, 
Beer, Spataro & Chatman, 2006, 
ɉ­ÿě\ȭˢ7¿¤Ƌ̞Ŝ̛̓˘.æIˢ7τ¼ƤȾɉ­˘"^
Ē%Çǻ˘̂Ⱦέʛ̀ͳE˷TǎúŤ϶ɉ­ūτ¼%ě\ƤȾě\˘
"^Ē%Þ¥E˷Tǎú˘Ť϶ÿċʫ̀ Ư¥ȹĴ˘̂Ⱦέʛě\hτ
¼%ɉ­ĚΚĴ˭̅#ţíƋ%ɉ¸h6ȁ΂ 
ŁǔͿƧĂʑά̿̑˘Ŗ͸Ē̜В2:”Ʌςŵƻ+ĳϕȾĳˍ
ʻĪĒ̜˘ƧĂeŁ Maeng, Soman ÿ Tanner Ě 2013 Ɗ˘˭̅ÜʼĚǭǷ
ĎɈ˘ΩʲʻĪ#ʑά̿Tȹ°tŀŏŢñ˘Ωʲͮ%eŁΩ1ƅˆͥ
TϟǮÕ˘ͥǓ̀ȭh£Ɣ,îȨˢŠ6Ω1ȆÂģĈ”ĚǭǷʻ
Ī#˘ʑά̿TŴʼŠ6kǣƻ:”ȹз˘ȂÞƕƋŠ6dˆ˦Ϲ：Ͻ˘
ήÆʊ³ͱʼȹĴЬГ͹Ϭ˘rñϖȭŠ6ʻĪĒ̜#̆ ЅǭǷ̃ƕƧĂ
ʑάͮ%˘1Р˭̅̀зƕ.ȭΚĴƧĂʑά̑˘ʻĪĒ̜+1 
'èͿȾ˭̅̿ÜʼƤʑά̿ĚKɂ˘ņƹË:”Ěзį,ʑ
ά̿ȹ》ǈϟǮʚɂģĈ”desireable products,̀Ƥʑά̿Ěnͺ˘ņƹ
Ȩȹrñ6ϟǮŔˆģ:”feasible products,van Kerckhove, Geuens & Vermeir
2014,Ϧǎϖ˼ʑά̑ŻƜ˘ÒĒɞʛ6ς΁˪ˀ· 
2.2 $ThRqhR 
Ħˮ΁˪ˀ·grounded cognition,ȭɅț#ǔʒØΚĴ϶ͶɧƸ˘Ħˮ
ōȭ Barsalou ̳íIƪ˘˭̪̅ɓȆ˘Ħˮ΁˪ˀ·ÛŠV̭˘΁˪͸ʤ
V̭͸ʤ΁%΁˪ʶ̈6ķ͉˘˪ͻ
³aÿˣɨƹ̛̭Ħˮ΁˪ˀ·&Ơ
ɨƹɨǬς^˘ʴƹIØ、ȳ¼˘³aȭ΁˪˘ĦˮBarsalou, 2008,Ě
6˪ͻ΄ƴ˪΍ΖͿƺ̾˷T΁˪IØÜŴ˘țʸ#ηɍηĴ˘
ͮ%ÿ˸̩Ō˘΋ǻϰȏǲ2ϖ"ˀ· 
Ħˮ΁˪ˀ·ƢΝς^³a
《ͻ̩е
ʻĪßϸ
ƲˀɨǬ
、Īͮ%̏
Ě΁˪#˘aˆΠ(0, ƠƅЛ, ʺ˂ȩ̏, 2011,ƤªƭĴ˭̅Üʼς^
˘ʴƹTƟε΁˪ʴƹƋǎ%΁˪ʴƹ˘ȕɓĦ6ϖ8ƎʄʋV˘˭̅ǎɓ
Ⱦ186Ħˮ΁˪ˀ·˘˭̅И#6ȁ΂ς^Ě΁˪#˘ͼ͗(e.g., Barsalou 
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